Research on Beijing Telecom Corporation Marketing Strategy of SME Market by 赵丽丽
学校编码：10384              分类号_______密级 ______ 




硕  士  学  位  论  文 
北京电信中小企业市场营销策略研究 
Research on Beijing Telecom Corporation Marketing 
Strategy of SME Market 
赵 丽 丽 
指导教师姓名： 孟 林 明 副教授
专 业 名 称： 工商管理（EMBA）
论文提交日期： 2 0 1 3 年 4 月
论文答辩日期： 2 0 1 3 年     月
学位授予日期： 2 0 1 3 年     月
 
 
答辩委员会主席：           
评    阅    人：           
 




















另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的


































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 












































































                           Abstract 
China Telecom is one of the three infrastructure operators in China, which also 
includes China Mobile and China Unicom. Beijing Telecom is the Beijing branch 
company of China telecom, the operation business of which include fixed-line voice, 
data services, resources rental, mobile services and such business cover all the Beijing 
administrative regions. China began the second communicative industry reform in 
2002. The communicative carrier in the 21 provinces in the south is still called China 
Telecom, however, the carrier in the 10 provinces in the North is called China Unicom. 
After the reform, China Telecom and China Unicom also set up new branch 
companies all around the country. Beijing Telecom is one of the new branch 
companies in the North. After the establishment, Beijing Telecom has made its own 
developing strategies and tactics in the different stages of development. 
The first strategy phase: from 2002 to 2008. The strategic object of Beijing 
Telecom was being one of the most advanced carriers in the world. The tactic was to 
concentrate on large government and enterprises market. 
The second strategy phase: from 2009 till now. The strategic objective is scale 
development, and the tactic is to expand the customer base and increase the market 
share. 
     This dissertation concludes that Beijing Telecom should march towards SME 
market based on the macroeconomic policies in China, market analysis in the northern 
provinces, development experiences in the southern provinces, strategic objectives 
and development difficulties of Beijing Telecom. According to the research on the 
personnel and organization structures of Beijing Telecom, this dissertation provides a 
marketing strategy, which is the company should develop from the simple to the 
complex, follows the trends, dig for customer demands and also pay attention to the 
large customers In addition to this, the sales efficiency and capacity should be 
improved. This dissertation also concludes a full set of marketing strategies and 
implementation process in SME market.  
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到大的发展历程。在业务规模上，已经从 2002 年的“0”收入增长到 2012 的 75
亿元，收入规模排名集团第 10，净利润排名第 5，净利润率排名第一；2015 年
我们的收入规模将达到百亿。 
二、电信市场的激烈竞争 
从 1983 年成立电信公司到 1999 年，通信运营商只有一家，为了繁荣通信市
场，鼓励竞争，中央对通信行业进行了第一次改革，鼓励民营资本进入通信行业
及跨行业经营，如老网通、吉通、老联通等公司成立，中国内地 高时达到 7 家




































































































司和其他卫星公司成立中国卫星通信集团公司。到了 2000 年 6 月，四大集团公
司全部组建完毕标志着第一次电信拆分的完成，也正式结束了一家独大的局面。 
到了 2002 年，为了充分的引入竞争，第二次电信运营商拆分出现。中国电
信的南方 21 省被划分到新中国电信，北方 10 省组建成为中国网通。第二年，小
网通和吉通并入网通， 终发展成中国移动、中国联通、中国电信、中国网通、




悬殊，于是便有以重组为主题的第三次电信产业改革。在 2008 年到 2009 年两年
间，中国电信收购从中国联通剥离出来的 CDMA 资产成为拥有移动和固网全业
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